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Abstract:  4 
 5 
Orientation: In today’s volatile and dynamic business environment organisations are faced 6 
with a heightened need to continuously seek opportunities to increase their competitiveness 7 
through the human capital they employ. A sound understanding of factors that influence 8 
manager credibility, strategic alignment and employee motivation could enable organisations 9 
to proactively implement interventions that improve their competitive position and 10 
sustainability. 11 
 12 
Research purpose: This study sought to examine the relationship between manager credibility, 13 
strategic alignment, and motivation. The role of strategic alignment as a mediator between 14 
manager credibility and motivation was also explored. 15 
 16 
Research design, approach and method: A quantitative, exploratory and cross-sectional 17 
research design was used. Non-probability sampling was employed, data were collected using 18 
established questionnaires consisting of scales for Manager Credibility, Strategic Alignment 19 
and Motivation from a sample of (N=3112). Participants of the study are employed within 20 
various industries based in South Africa, Southern Africa and the United States. The data were 21 
analysed using descriptive and inferential statistics. 22 
 23 
Main findings: The results of the study indicate that there was a positive relationship between 24 
all the variables. The three variables (manager credibility, strategic alignment, and motivation) 25 
were found to be significantly positively correlated. Manager credibility influences motivation 26 
and strategic alignment. Manager credibility and strategic alignment were both found to have 27 
a statistically significant influence on employee motivation. The mediation analysis shows that 28 
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strategic alignment plays a positive mediating role between manager credibility and 29 
motivation. 30 
 31 
Practical and managerial implications: Recommendations are schematically presented in the 32 
form of a model, which, when implemented, have the potential to enhance employee 33 
motivation.   34 
 35 
Contribution: The study provided insight into the influence of manager credibility and 36 
strategic alignment on employee motivation.  37 
 38 
Keywords: motivation, credibility, strategic fit, managers, mediation analysis  39 
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Introduction  40 
 41 
Managers play a significant role in influencing organisational performance 42 
(Anzengruber, Goetz, Nold, & Woelfle, 2017). The degree to which managers are proficient in 43 
creating relationships that inspire and psychologically align employees with organisational 44 
goals signifies their credibility (Ouakouak & Ouedraogo, 2013; Veldsman & Coetzee, 2014). 45 
Manager credibility is related to employee strategic alignment and performance (Anitha, 2014; 46 
Esfahani, Ghasemi, & Tabrizi, 2014; Ouakouak & Ouedraogo, 2013; Veldsman & Coetzee, 47 
2014). The alignment between a company’s operating context and strategy has significant 48 
implications for its sustainability and performance (Acur, Kandemir, & Boer, 2012). The 49 
concept of strategic alignment also refers to the degree to which employees understand and 50 
psychologically commit to executing the organisational strategy (Boswell, 2006; Ouakouak & 51 
Ouedraogo, 2013). While a manager’s credibility plays an important role in employee strategic 52 
alignment, employee motivation is viewed as equally important (Belle, 2013; Hitchcock & 53 
Stavros, 2017; Pokorny, 2013). Literature illustrates that motivated employees are efficient, 54 
creative, persist in challenging tasks, and offer high levels of productivity (Victor & Hoole, 55 
2017). Employee motivation is cited as a contributing factor towards organisational credibility 56 
(Osmani, Rozan, Zaidi, & Nilashi, 2014). Building credibility in organisations has been 57 
identified as one of the growing challenges in Human Capital Management (Ahteela & 58 
Vanhala, 2018; Clark & Brown, 2015). Reputational damage, as well as devastating job and 59 
shareholder losses suffered at multi-national companies such as Steinhoff, McKinsey, and 60 
KPMG, demonstrate the need for organisations to promote credibility within their management 61 
teams and among all employees (Fraser, 2018; Govenden, 2018; Lou & Yuan, 2019). This 62 
research highlights the effects of manager credibility and strategic alignment on employee 63 
motivation. In today’s volatile organisational climate, characterised by uncertainty and 64 
ambiguity there is much a need to understand manager credibility and its links towards keeping 65 
employee motivated. The study expands on the relationships between manager credibility, 66 
strategic alignment and motivation and is empirical in nature. It is for this reason the study 67 
seeks to make a contribution towards the literature. In addition, the collective effect of these 68 
variables has not been previously conducted. 69 
 70 
 71 
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Literature Review 72 
 73 
Manager Credibility 74 
 75 
Manager credibility refers to the degree to which managers are able to create employee 76 
experiences and relationships that inspire and psychologically align employees with 77 
organisational goals (Ouakouak & Ouedraogo, 2013; Shaikh, 2019; Veldsman & Coetzee, 78 
2014). Manager credibility is also described as the ability to build relationships and team 79 
consensus that inspires employees to exert discretionary effort (Esfahani et al., 2014; Kubicek 80 
& Cockram, 2019; Veldsman & Coetzee, 2014; Yiing & Ahmad, 2009). Manager credibility 81 
is built over time, through trustworthiness, and is characterised by how reliable, competent, 82 
and consistent the behaviour of an individual is (Jiang & Probst, 2015). Consistency, however, 83 
is unlikely to influence manager credibility if the manager constantly behaves in an uncaring, 84 
self-centred manner (Cunningham, 2000). Grasse (2014) equates manager credibility to a bank 85 
account that increases or decreases, respectively, through deposits of positive reinforcing words 86 
and actions or negative reinforcing words and actions.  87 
 88 
Managers that are cognisant of the context in which they operate are able to identify 89 
with their organisations; have a deep self-awareness; are confident, optimistic, and resilient; 90 
and have high moral characteristics are viewed as credible and transformational (De Braine & 91 
Dhanpat, 2019; Epitropaki, O., Kark, R., Mainemelis, C., & Lord, 2017; Paulo & Nunes, 2019). 92 
Competence, sociability, consistency, empathy, and vision are key aspects of leader–follower 93 
relationships (Seidel, Saurin, Tortorella, & Marodin, 2019). It is important for managers to 94 
have an understanding of the inevitable role that their credibility plays towards influencing the 95 
achievement of common goals. The observed key constructs of manager credibility are 96 
trustworthiness, competence, empathy, self-awareness, and consistency (Falcione, 1974; 97 
Falcione, McCroskey, & Daly, 1977; Fogg & Tseng, 1999; McCroskey, J. C., & Teven, 1999; 98 




Credibility is regarded as the trustworthiness of a communicator or the source of 103 
information; it is based on how the receiver perceives the authenticity and competence of the 104 
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communicator (Metzger & Flanagin, 2013; Williams, Raffo, & Clark, 2018). Credibility is 105 
characterised by how reliable, trustworthy, and consistent the behaviour of an individual is 106 
perceived to be (Jiang & Probst, 2015; Von der Ohe, Martins, & Roode, 2004). 107 
 108 
Strategic Alignment   109 
 110 
Strategic alignment refers to a linkage or fit; however, in both cases it refers to the 111 
process of integrating and co-ordinating business strategy with internal strengths, external 112 
opportunities, and threats (Schniederjans & Cao, 2009). Strategic alignment highlights the 113 
organisation’s focus in terms of understanding and managing forces within its operating 114 
context (Gatignon & Xuereb, 1997). Previous management research credited organisations’ 115 
competitive advantage on industry structure and internal structures (Chatzoglou, Diamantidis, 116 
Vraimaki, & Vranakis, 2011; McAdam, Miller, & McSorley, 2019; Mubarak & Wan Yusoff, 117 
2019). The industry-based perspective uses Porter’s (1985) five-forces framework, which 118 
includes barriers to entry, rivalry, buyers, suppliers, and substitutes. The five forces are used to 119 
analyse the intensity of competition within an industry and its attractiveness or lack thereof in 120 
terms of profitability (Porter, 1985). Barney (1991) introduced a resource-based view that 121 
emphasises internal resources as the determinants of competitive advantage. Recent research 122 
argues that organisations can improve their competitive advantage, ability to respond to market 123 
dynamics, and performance when strategic alignment is achieved (Acur et al., 2012; 124 
Chatzoglou et al., 2011; Shao, 2019; Street, Gallupe, & Baker, 2018). 125 
 126 
The principles of aligning strategy, financial outcomes, customers, internal processes, 127 
and people aids comprehensive stakeholder involvement which enables organisations to better 128 
link strategic decisions with operations. These principles allow managers to see the effect of 129 
selected strategies at operational level and improve the coordination of competencies, 130 




Employee motivation is the degree to which employees are intrinsically inspired by 135 
their work and the level to which they derive joy from simply doing the job (Baciu, 2018; 136 
Veldsman & Coetzee, 2014). The manner in which employees take action, plan, co-ordinate, 137 
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and allocate resources represents how they identify with the organisation and is indicative of 138 
their level of motivation (Ndekugri & Greene, 2020). Employee motivation is deemed to be an 139 
important aspect of organisational effectiveness and productivity (Kermally, 2005; Minhas & 140 
Nirupama, 2017; Ndekugri & Greene, 2020). It is argued that motivation is a management 141 
process that is aimed at encouraging employees to be more productive and effective for the 142 
advancement and sustainability of the organisation (Baciu, 2018; Nduka, 2016). Strategic 143 
awareness is a self-initiated activity; hence, managers need to understand factors that determine 144 
and affect employee motivation (Strobel, Tumasjan, Spörrle, & Welpe, 2017). Strategic 145 
awareness enables employees to become more proactive in scanning for risks and opportunities 146 
that enhance and protect the organisation’s competitive advantage (Acur et al., 2012). Having 147 
a sound understanding of how to contribute, rather than simply knowing what the strategy of 148 
an organisation is, results in higher levels of motivation (Boswell, 2006; Madan, 2017; 149 
Ndekugri & Greene, 2020). 150 
 151 
Strategic Alignment in Relationship With Employee Motivation 152 
 153 
To ensure growth and sustainability, management should develop and revise their 154 
strategies. However, in order to transform strategy into outcomes, they require their employees’ 155 
follow-through and commitment (Gagné, 2018; Ouakouak & Ouedraogo, 2013; Street et al., 156 
2018). It has been argued that employees are most likely to take action and adapt their 157 
behaviours towards the achievement of strategic objectives when they understand how their 158 
efforts contribute towards organisational outcomes (Boswell, 2006; Copeland, 2013; McAdam 159 
et al., 2019) 160 
 161 
Understanding organisational outcomes and how to contribute does not, however, 162 
guarantee that employees will be strategically aligned (Ouakouak & Ouedraogo, 2013). Hence, 163 
it is important to be aware of the factors that motivate employees towards the attainment of 164 
desired outcomes (Gagné, 2018; McAdam et al., 2019). Research has found that companies 165 
with highly motivated employees achieve high performance (McAdam et al., 2019; Nduka, 166 
2016; Ouakouak & Ouedraogo, 2013; Street et al., 2018). As organisations are reliant on their 167 
employees’ motivation to engage and contribute towards outcomes, it is important to identify 168 
factors that affect and enhance motivation (Hitchcock & Stavros, 2017). 169 
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 170 
Manager Credibility in Relationship With Employee Motivation 171 
 172 
Manager credibility has a significant influence on employee motivation (Esfahani et al., 173 
2014). When manager credibility is low, the work environment is obstructed by pessimism and 174 
distrust; stakeholders therefore expect high levels of credibility and morals from organisation 175 
members (Abunyewah, Gajendran, Maund, & Okyere, 2019; Esfahani et al., 2014; Kubicek & 176 
Cockram, 2019). 177 
 178 
Manager Credibility in Relationship With Strategic Alignment and Employee Motivation 179 
 180 
The credibility of management can have positive or negative implications on 181 
organisational outcomes positively or negatively (Abunyewah et al., 2019; Jamal & Abu Bakar, 182 
2017; Kubicek & Cockram, 2019; Men, 2012). The more credible the source of communication 183 
within organisations is deemed to be, the more able he or she is to influence stakeholders 184 
(Abunyewah et al., 2019; Metzger & Flanagin, 2013). Employees who have positive 185 
perceptions of their manager’s credibility are more likely to be strategically aware and 186 
proactive (Andrews, Boyne, Meier, O’Toole, & Walker, 2012; Strobel et al., 2017). Strategic 187 
awareness stems from discretionary work performance (Ahmetoglu, Harding, Akhtar, & 188 
Chamorro-Premuzic, 2015; Strobel et al., 2017). Discretionary effort is driven by motivation. 189 
Motivated employees engage in proactive behaviours that strive to improve the current and 190 
future position of the organisation (Copeland, 2013; De Vito, Brown, Bannister, Cianci, & 191 
Mujtaba, 2016). 192 
Research objectives 193 
 194 
Organisational efforts to anticipate factors that provide competitive leverage are ever 195 
present. In view of the theoretical background provided above, this study sought to answer the 196 
following research questions. 197 
 198 
Research Questions 199 
 200 
• What is the relationship between manager credibility, strategic alignment, and 201 
employee motivation? 202 
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•  Does strategic alignment play a mediating role in the relationship between manager 203 
credibility and employee motivation as an outcome variable? 204 
 205 
The study assumes that strategic alignment plays a mediating role between manager 206 
credibility and employee motivation. Management research highlights the important role that 207 
managers play in strategic alignment and employee motivation (Acur et al., 2012; Barney, 208 
1991). The model seeks to explore the relationships between the variables of manager 209 
credibility, strategic alignment, and employee motivation. All the variables included in the 210 




The study followed a quantitative, exploratory, and cross-sectional approach. A 215 
quantitative approach allows objective testing of hypotheses as the researchers are able to 216 
distance themselves from their respondents (Quick & Hall, 2015). A cross-sectional design  217 
was followed (Saunders, Lewis, & Thornhill, 2007). The research sought to determine the 218 
extent to which manager credibility influences strategic alignment and employee motivation. 219 
The role of strategic alignment as a mediator, manager credibility as an independent variable, 220 
and employee motivation as an outcome variable was also assessed. 221 
 222 
Population, Sampling procedure and Sample size 223 
 224 
The study used secondary data that were obtained from a consultancy firm operating in 225 
the field of organisational development. The data was collected using an online secure platform 226 
in 2016 and 2017, from 20 companies—18 based in South Africa, one in Southern Africa, and 227 
one in the United States. The companies operate within the education, financial, information 228 
technology, manufacturing, medical, nonprofit, property, provincial government, regulatory, 229 
oil, and gas sectors. A nonprobability, purposive sampling technique was used. Nonprobability 230 
sampling allows a researcher to select participants, based on convenience and 231 
representativeness of the characteristics being studied (Creswell, 2012, p. 145). Most of the 232 
respondents (38.3%) were in the age group of 26 to 35 years, followed by 36 to 50 years of age 233 
(29.3%) and 21 to 25 years old (22.2%). Individuals in the 50 years and older age group were 234 
at 7.7%, while those younger than 21 made up 2.5% of the sample population. Males made up 235 
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(52.6%) of the population in comparison to 40.2% females. The majority of the respondents 236 
held a Grade 12 matriculation certificate (39.8%), followed by a national diploma (22.6%), and 237 
postgraduate degree (14%).  238 
Measuring Instrument 239 
 240 
The instruments that were selected for this study were Manager Credibility, Strategic 241 
Alignment, and Motivation (Veldsman & Coetzee, 2014). 3.8.1 Manager Credibility 242 
 243 
Manager credibility was measured by means of five items. An example of an item 244 
measuring credibility is “Does your manager treat everyone with respect?” The items were 245 
measured on a four-point Likert scale from 1 (Never) to 4 (All the time). Manager credibility 246 
reported a Cronbach alpha coefficient of .83 (Time 1) and .78 (Time 2) (Veldsman, 2017; 247 
Veldsman & Coetzee, 2014). The current study reported a Cronbach’s alpha of .92 which 248 
shows a high level of credibility as indicated by Creswell (2012). 249 
 250 
Strategic alignment items were measured on a four-point Likert scale measured from 1 251 
(Never) to 4 (All the time). “How well do you know what is expected of you at work?” is an 252 
example of an item on this scale. Strategic alignment reported Cronbach alpha coefficients of 253 
.73 (Time 1) and .67 (Time 2) (Veldsman, 2017; Veldsman & Coetzee, 2014). The Cronbach’s 254 
alpha for this study is reported as .69, which is an acceptable level of reliability, according to 255 
Hair et al. (2013).  256 
 257 
Motivation items were similarly measured on a four-point Likert scale measured from 258 
1 (Never) to 4 (All the time). An item example is “How often do you feel compelled to initiate 259 
activities to make things better in your work environment?” Motivation reported Cronbach 260 
Alpha coefficients of .81 (Time 1) and .76 (Time 2) (Veldsman, 2017; Veldsman & Coetzee, 261 
2014). The Cronbach alpha for this study is reported as .59, which is an acceptable level of 262 
reliability, as indicated by Creswell (2012) and Hair et al. (2013).  263 
 264 
The consultancy firm that collected the data used predesigned questionnaires. The 265 
questionnaires were uploaded onto a secure online platform, with a covering letter that stated 266 
the purpose of the research. The questionnaire, which consisted of biographical information, 267 
as well as items measuring credibility, strategic alignment, and motivation, was designed by 268 
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Veldsman and colleagues from Mindset Management and was validated by Veldsman and 269 
Coetzee (2014). Each questionnaire included a note that invited respondents to participate 270 
voluntarily, with the assurance that their participation would be anonymous and treated 271 
confidentially. Participants were assured that they could opt out at any time without any 272 
negative consequences. 273 
 274 
Statistical analysis 275 
 276 
Data from the questionnaires were statistically interpreted using the Statistical Package 277 
for the Social Sciences (SPSS) computer software program, version 25. The descriptives of the 278 
measuring instruments are reported. Descriptive statistics were conducted. Internal consistency 279 
and reliability was determined through exploratory factor analysis. Inferential statistics were 280 
used to test the relationships between constructs in answering the research questions. Research 281 
Question 1 is answered through Spearman’s correlation, which is utilised to determine the 282 
relationship between variables (Pallant, 2010). Simple multiple regression analysis has been 283 
used with a mediation model to test Research Question 2 (strategic alignment as a mediator 284 
and the prediction of motivation by means of manager credibility and strategic alignment).  285 
 286 
Descriptive Statistics 287 
 288 
Manager Credibility 289 
 290 
Responses for the manager credibility scale indicated results ranging from M = 2.67 to 291 
M = 3.19. Item MI2 (“Does your manager treat everyone with respect?”) scored a high mean 292 
value (3.19) suggesting the agreeability that managers do treat everyone with respect most of 293 
the time. On the other hand, item MI5 (“Does your manager inspire you by his or her 294 
example?”) employees perceived that only some of the time they feel inspired by their manager. 295 
To test normality, the data set was also tested for skewness and kurtosis. A negative skewness 296 
of -0.473 was reported indicating that most of the responses were agreeable. Kurtosis of the 297 
data was recorded at -0,723 indicating that the data was not normally distributed, resulting in a 298 
graph with lighter tails and a flat peak (Hair et al., 2013). The results may have been influenced 299 
by social desirability, where respondents tend to answer positively to questions they deem 300 
sensitive or when they do not fully trust that the survey is anonymous (Fisher, 1993). 301 
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 302 
Strategic Alignment 303 
 304 
The means for Strategic Alignment ranged from M = 2.85 to M = 3.42. Item SA1 (“How 305 
well do you know what is expected of you at work?”) scored a high mean value (3.42) 306 
suggesting that employees perceived that most of the time they knew what was expected of 307 
them at work. However, on the item SA5 (“Does your manager set realistic and achievable 308 
goals for your business unit or team?”), most of the respondents did not believe that the 309 
manager was setting realistic goals most of the time, indicated by a mean of 2.85. In the test 310 
for normality on Strategic Alignment, the data showed a skewness of -0.663, indicating that 311 
most responses were agreeable (Hair et al., 2013). The kurtosis of the data was 0.468, indicating 312 




The results for Motivation indicated that mean responses ranged from M = 2.90 to M = 317 
3.43. Item W2 (“How often does your team put in extra effort to get the job done?”) scored a 318 
high mean value (3.43), suggesting that employees perceived their team to put in extra effort 319 
occasionally. Item W5 (“Does your job motivate you to do more than what is required of you?”) 320 
scored a low mean value of 2.90, suggesting that employees perceive that their job hardly ever 321 
motivates them to do more than what is required. The data obtained for Motivation were also 322 
tested for skewness and kurtosis. Skewness was recorded at -0.515, indicating that most 323 
responses were agreeable (Hair et al., 2013). The kurtosis of the data was 0.454, which indicates 324 
that the data were not normally distributed (Hair et al., 2013). 325 
 326 
Construct Validity 327 
 328 
To review the construct validity of the instruments, exploratory factor analysis was 329 
conducted according to the guidelines proposed by Pallant (2010). The Pearson correlation 330 
coefficient analysis was used to determine if the variables were related, and how strongly they 331 
are related (Pallant, 2010, p. 128). The size of the coefficient value indicates the strength of the 332 
relationship, with r > .30 being acceptable (Pallant, 2010, p. 128). Kaiser-Meyer-Olkin (KMO) 333 
measure of sampling adequacy and Bartlett’s test of sphericity were performed on all three 334 
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instruments. The KMO test is a measure of how suited a data set is for factor analysis; the test 335 
indicates the proportion of variance in the variables that may be caused by other underlying 336 
factors (Tabachnick & Fidell, 2007, p. 620). Values close to 1.0 indicate that factor analysis is 337 
suited for the data set, values of .6 and above are considered sufficient, less than .5 is 338 
questionable (Tabachnick & Fidell, 2007, p. 620). Bartlett’s test measures the overall 339 
significance of all the correlations in a correlation matrix. Values of < .5 of the significance 340 
level show that factor analysis is suitable (Hair et al., 2013). In addition to the KMO and 341 
Bartlett’s tests, communalities and item loadings were analysed. Communalities indicate the 342 
extent to which an item is correlated with all other items. Factor loadings above .3 are deemed 343 
acceptable (Pallant, 2010). To determine the number of factors to retain, factor extraction was 344 
conducted through Kaiser’s criterion and Catell’s scree test. The number of factors that are 345 




Frequency analysis 350 
 351 
Manager Credibility 352 
 353 
The results showed that most of the respondents perceived that their manager was 354 
credible. This was indicated by 39% of the respondents believing that their manager acted in a 355 
way that was consistent with organisational values most of the time. However, when the 356 
respondents were asked if they were inspired by their manager, only 32% of them indicated 357 
that they were most of the time. All items for Manager Credibility had a correlation greater 358 
than .30. The Kaiser-Meyer-Olkin of sampling adequacy for Manager Credibility was 0.885, 359 
which is above the recommended .60 and the Bartlett’s test of sphericity was significant at p = 360 
0000. The communalities for Manager Credibility were above .30 and explain the variance in 361 
manager credibility adequately (Pallant, 2010). The Kaiser’s criterion and total explained 362 
variance for Manager Credibility showed one initial eigenvalue above 1, signifying a single 363 
factor with a total explained variance of 75.15%, which is acceptable.  364 
 365 
Strategic Alignment 366 
 367 
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The results showed that most of the respondents indicated that most of the time they 368 
were strategically aligned. When the respondents were asked how well they knew what was 369 
expected of them at work, 53% responded they did so all of the time. When the respondents 370 
were asked if they understood the vision of their organisation, 42% indicated that they did to a 371 
great extent. The correlation coefficients were all more than .30 and the Kaiser-Meyer-Olkin 372 
measure of sampling adequacy was 0.755, the Bartlett’s test of sphericity was statistically 373 
significant as it was smaller than 0.05. The extracted communalities of each item selected were 374 
at an acceptable level of above .30 for each item. Kaiser’s Criterion and Total Explained 375 
Variance showed one initial eigenvalue above 1, signifying that a single factor with a total 376 




The results for Motivation indicated that most of the respondents were motivated. This 381 
was shown by 52% of the respondents indicating that every now and then they felt compelled 382 
to initiate activities that made things better within their work environment. However, when the 383 
respondents were asked if their job motivated them, only 36% indicated that it did every now 384 
and then. The correlation coefficients ranged from .18 to .27. All the variables had a positive 385 
result, indicating that an increase in one variable will lead to an increase in the other variable. 386 
Sampling adequacy was 0.664 and the Bartlett’s test of sphericity was statistically significant, 387 
indicated by a p = 0.000 value. The communalities for Motivation showed that the extracted 388 
communalities of each item were at an acceptable level of above .30. Kaiser’s Criterion and 389 
Total Variance Explained showed two initial eigenvalues above 1, namely 1.912 and 1.077, 390 
these two factors explain a cumulative variance of 59.78%. 391 
 392 
Analysis of Relationships Between Manager Credibility, Strategic Alignment and 393 
Motivation 394 
 395 
Spearman’s correlation coefficient (two-tailed; Pallant, 2010, p. 103) was used to 396 
address the Research Question 1 (“What is the relationship between manager credibility, 397 
employee motivation and strategic alignment?”).  398 
 399 
  400 
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Table 1: Spearman’s Correlation Coefficient on Motivation, Strategic Alignment and Manager 401 
Credibility (N = 3,112) 402 





Spearman's rho Motivation 1.000 .432** .531** 
 
0.000 0.000 




Strategic Alignment .531** .559** 1.000 
0.000 0.000 
 
** Correlation is significant at the 0.01 level (two-tailed). 403 
  404 
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The results in Table 1 indicated that there was a significant positive correlation between 405 
the three variables (manager credibility, strategic alignment, and motivation) at the 90% level 406 
of significance. Medium to large correlation effects were noted.  407 
 408 
Linear Regression 409 
 410 
To answer Research Question 2, a simple multiple regression analysis was employed 411 
to test the prediction of motivation by means of manager credibility and strategic alignment. 412 
 413 
  414 
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Table 2: Standard Multiple Regression: Manager Credibility (MI) and Strategic Alignment as 415 







F(df) p B unst B st t p 
 .564 0.318 0.317 724.127 
(2:3109) 




     .102 .179 9.977 .000 
Strategic alignment     .402 .443 24.682 .000 
 417 
  418 
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The simple multiple regression reported in Table 2 indicated that manger credibility 419 
and strategic alignment explain 31.7% of the variance in motivation (F = 724.127; 2:3109, p = 420 
.000). Both predictor variables (manager credibility and strategic alignment) entered the 421 
prediction at the 99% level of confidence. Manager credibility predicted motivation at 17.9% 422 
(t =.9.997; p = .000). For every unit that manager credibility increased, motivation increased 423 
by .179 points. Strategic alignment predicted motivation at 44.3% (t =.24.682; p = .000). For 424 
every unit that strategic alignment increased, motivation increased by .443 points. 425 
 426 
Regression Model Exploring the Mediating Role of Strategic Alignment 427 
 428 
In answering the second research question “Does strategic alignment play a mediating 429 
role in the relationship between manager credibility and employee motivation as an outcome 430 
variable?”, standard multiple regression analysis was performed through SPSS using 431 
PROCESS macro bootstrapping with manager credibility as an independent variable, strategic 432 
alignment as the mediator, and motivation as the dependent variable. Three regression paths 433 
were tested; the indirect effect of strategic alignment as a mediator is illustrated in Figure 1 434 
(Hayes, 2009; Valeri & Vanderweele, 2013). 435 
  436 
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Figure 1: Mediation Model – Predictor Variable (Manager Credibility), Outcome Variable 438 
(Motivation), and Mediator Variable (Strategic Alignment) 439 
*p < .05, **p < .01, ***p < .001 440 




Path b = .4018*** 
Path c' = (.1017 ***) 
Path a = .3535*** 
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Figure 1 illustrates Path c' as the predictor to the outcome variable, (Manager 442 
Credibility – Motivation). Path a represents the predictor variable to the mediator variable 443 
(Manager Credibility – Strategic Alignment), and Path b represents the mediator variable to 444 
the outcome variable (Strategic Alignment – Motivation).  445 
 446 
Figure 1 indicates a significant positive direct effect of manager credibility on 447 
motivation (R2 = .3179; F = 7241267 (2;3109); p < .000). With the bootstrapping confidence 448 
levels above zero, between LLCI = .2257 and .2618, the model is significant at the .05 level of 449 
significance. The size of the mediation is calculated by dividing the indirect effect (.1420) by 450 
the total effect (.2437). The partial mediation of strategic alignment accounts for 58.3% of the 451 
variance in motivation as outcome variable. The direct effect of manager credibility on 452 
motivation is 41.7%. 453 
 454 
Path c' results show that manager credibility is a statistically significant predictor of 455 
motivation at 35.35% (B = .3535; p = 000). A unit of increase in manager credibility will 456 
increase motivation by 0.3535 points. Path a indicates a statistically significant, positive direct 457 
relationship between manager credibility and strategic alignment at 10.17% (B = .1017; p = 458 
000). A unit of increase in manager credibility will increase strategic alignment by 0.1017 459 
points. Path b results also indicate that strategic alignment has a statistically significant positive 460 
prediction of motivation at 40.18% (B = .4018; p = 000). A unit of increase in strategic 461 
alignment will increase motivation by 0.4018 points.  462 
 463 
The results support the mediational research question that asked whether motivation is 464 
partially mediated by strategic alignment. The effect of manager credibility on motivation 465 




Descriptive Statistics – Manager Credibility, Strategic Alignment and Motivation 470 
 471 
An average mean value of 2.91 (maximum = 4) for Manager Credibility was obtained. This 472 
indicated that most of the respondents perceived their managers to be credible most of the time. 473 
Employees who perceive their managers as credible remain committed to the organisation, 474 
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which enhances their loyalty (Esfahani et al., 2014). With regards to strategic alignment, an 475 
average mean value of 3.20 (maximum = 4) was obtained. This suggests that the majority of 476 
the respondents perceived that most of the time they were cognisant of the organisation’s 477 
strategic pursuits. Employees who remain aligned with the priorities of the organisation are 478 
likely to maintain high levels of engagement (Biggs, Brough, & Babour, 2014). In terms of 479 
motivation, the average mean value achieved was 2.89 (maximum = 4), suggesting that 480 
employees perceived themselves to be occasionally motivated. These results support 481 
arguments by Copeland (2013) and Ndekugri and Greene (2020), who cite that discretionary 482 
effort is driven by employee motivation. Motivated employees are more likely to engage in 483 
proactive strategic scanning behaviours that enhance organisational sustainability and 484 
performance. 485 
 486 
To determine the reliability of the results, the Cronbach’s alpha test was used as a measurement. 487 
The Cronbach’s alphas reported for the variables were .90 for manager credibility, .60 for 488 
motivation, and .70 for strategic alignment. According to Hair et al., (2006) these alphas are 489 
regarded as acceptable. Motivation achieved a value below .70. Measures that have a small 490 
number of items (under 10, such as Motivation in this case) will yield lower reliability scores. 491 
Therefore, it is essential to assess the mean interitem correlations to confirm internal 492 
consistency. Upon inspection of the mean interitem correlation, the value achieved was 0.24, 493 
which is within the cutoff point of .40 (Pallant, 2010). 494 
 495 
Exploratory factor analysis was carried out on the three variables. Exploratory factor analysis 496 
is used to simplify data by reducing the number of variables in regression models (Creswell, 497 
2012, p. 15). Explanatory factor analysis is also used to verify the construction research scales 498 
(Creswell, 2012, p. 15). Manager credibility showed a factor of one total explained variable of 499 
75.15%. This shows that the one factor could be used to explain all other variables. Strategic 500 
alignment showed a factor of one total explained variance of 44.97%. A proportion of 501 
explained variance less than 50% is acceptable in social sciences (Hair et al., 2013). Motivation 502 
showed a factor of two total explained variables with a cumulative variance of 59.78%. This 503 
indicated that two factors for motivation can be used to explain the variance in all other 504 
variables. 505 
 506 
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Spearman’s Correlation Coefficient 507 
 508 
Owing to the non-normal distribution of data, Spearman’s correlation coefficient (two-tailed) 509 
was used to address Research Question 1 (“What is the relationship between manager 510 
credibility, strategic alignment, and employee motivation?”). The analysis showed that there 511 
was a positive relationship between all the variables. Manager credibility, strategic alignment, 512 
and motivation were shown to be significantly positively correlated. Manager credibility had a 513 
medium effect on motivation. This suggests that as manager’s credibility increases, employees 514 
are more likely to remain motivated. In terms of strategic alignment, a large effect was not 515 
found. It is likely that as employees feel congruent towards the organisation’s goals and 516 
pursuits, they will remain motivated. This result supports those of Lyubovnikova et al. (2017) 517 
and Coetzee and Veldsman (2014), who argue that a leader who is regarded as credible will 518 
have a positive influence on an employee’s strategic alignment to organisational goals. 519 
Esfahani et al. (2014) outline that a manager’s credibility has an influence on the motivation 520 
of employees. The findings indicate that a lack of manager credibility will adversely affect 521 
employee motivation. Employees will not willingly exert discretionary effort, such as 522 
volunteering to perform tasks, without being asked, or be compelled to initiate activities that 523 
improve or optimise organisational efficiencies and effectiveness.  524 
 525 
To further explore the relationship between all the variables, standard multiple regression was 526 
conducted. The results indicated that manager credibility influences motivation. This was 527 
shown by a significant regression F = (1,3110) =701,805 p < 001, R² = 0.184. The coefficient 528 
results indicated that motivation increases by 0.009 points when manager credibility increases 529 
by a unit. Manager credibility was also shown to influence strategic alignment F = (1, 3110) 530 
=1454.46 p < 001, R² =0.319. The coefficient regression results show that strategic alignment 531 
increases by 0.009 points when manager credibility increases by a unit. Regression analysis 532 
with manager credibility and strategic alignment as predictors of employee motivation was also 533 
carried out. The results indicate that manager credibility and strategic alignment have a 534 
significant influence on employee motivation at F = (2,3109) =724,127 p < 001, R² = 0318. 535 
Motivation increases by 0.010 points when manager credibility increases by a unit. Strategic 536 
alignment contributed 16% towards motivation as an outcome variable (t = 24.68; p = .000), 537 
with a significance value of < 0.5. By every unit that strategic alignment increases, motivation 538 
increases by 0.016 points. The beta results indicate that strategic alignment has the largest 539 
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unique contribution to motivation (β = .443). This finding supports research conducted by 540 
Andrews et al. (2012) and Strobel et al. (2017), who argue that manager credibility influences 541 
the motivation of employees and strategic alignment.  542 
 543 
Regression Model Exploring the Mediating Role of Strategic Alignment 544 
 545 
A regression analysis was performed to address Research Question 2 (“Does strategic 546 
alignment play a mediating role in the relationship between manager credibility and employee 547 
motivation as an outcome variable?”). Standard multiple regression analysis was done through 548 
SPSS using bootstrapping with manager credibility as an independent variable, strategic 549 
alignment as the mediator, and motivation as the dependent variable (Hayes, 2009; Valeri & 550 
Vanderweele, 2013). Three regression paths were tested, and the results showed that strategic 551 
alignment partially mediated the role between manager credibility and motivation. The effect 552 
of manager credibility on motivation decreased from 24.37% to 10.17% when strategic 553 
alignment was included (Valeri & Vanderweele, 2013). The results also showed that strategic 554 
alignment was positively related to manager credibility and motivation. This indicates that the 555 
model used can reliably explain the relationship between manager credibility, strategic 556 
alignment, and motivation.  557 
 558 
Limitations of the study 559 
 560 
The study used a self-measurement tool, which is prone to positive rating bias (Van de 561 
Mortel, 2008;Van de Mortel, 2008). This may have contributed toward the non-normal 562 
distribution of data. Many respondents (66%) did not indicate their ethnicity, and 19% were 563 
from the same ethnic group. The study was also conducted in the financial industry and thus, 564 
findings of the study need to be interpreted with caution. 565 
 566 
Recommendations and managerial implications 567 
 568 
The study provided insights into the relationships between manager credibility, 569 
strategic alignment and motivation in the work environment. Good corporate reputation is built 570 
and maintained by the behaviour of organisational stakeholders.  Consistency, trustworthiness, 571 
respect, empathy and competence are essential for persons who are in management or 572 
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leadership roles. The findings in this study support the notion that there is a significant 573 
relationship between manager credibility, strategic alignment, and motivation. The findings 574 
also showed that an increase in any one of these variables would result in an increase in the 575 
other. Strategic alignment was shown to play a relatively significant mediatory role on manager 576 
credibility in influencing employee motivation.  577 
 578 
Based on the results of manager credibility and strategic alignment, recommendations 579 
are schematically presented in the form of a model (see Figure 2), which, when implemented, 580 
has the potential to enhance employee motivation. It is pertinent that management and human 581 
resource practitioners are cognisant of the challenges presented and recommendations put 582 
forward. Collectively, the results indicate that employees’ remaining motivated hinges upon 583 
the credibility of managers and employees’ strategic fit to the organisation. These factors are 584 
likely to ensure proactive behaviours and that employees take greater initiative, lending 585 
themselves to enhanced motivation.  586 
 587 
Human resource practitioners can influence manager credibility, strategic alignment, 588 
and motivation through the development and implementation of manager competency training 589 
and development programmes that are effectively designed to model credible actions and 590 
behaviours. The researcher hopes to encourage organisations to move beyond best practice and 591 
mechanistic approaches to management toward more organic structures that enable proactive 592 
behaviours, creativity, and empowered decision making. Extant theory indicates that organic 593 
structures are instrumental in enhancing organisational sustainability and strategic alignment. 594 
HR practitioners must equally be prepared to implement human resource change management 595 
initiatives that can be aligned to increasingly dynamic and complex environments. 596 
 597 
The study has contributed to management research by showing the effects of the 598 
relationships between manager credibility, strategic alignment and motivation. In quantitative 599 
research the self-measurement tool can be prone to positive self rating bias and respondents are 600 
limited to questions posed by the researcher (Van de Mortel, 2008). Future research could 601 
consider a qualitative approach into the different factors that relate to the variables discussed 602 
in this study. 603 
 604 
Figure 2. Recommendations Based on Manager Credibility and Strategic Alignment on Motiv 605 
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Recommendations for Future Research  606 
 607 
To minimise aspects of social desirability, a qualitative case-based approach into the 608 
variables discussed in this study could be considered. It is also recommended that additional 609 
research be conducted to confirm the initial findings on the mediatory effect of strategic 610 
management on employee motivation. In order to validate the measuring instruments within a 611 
South African context, further research can be conducted, as the instruments did not present 612 
the same structures as the initial research carried out by Veldsman (2017). 613 
 614 
Conclusion  615 
 616 
The study revealed valuable insights on the relationship of manager credibility and 617 
intra-team effectiveness as predictors of motivation in the workplace. Treating employees in a 618 
trusting, consistent and respectable manner can establish a manager’s credibility, an essential 619 
attribute in leading inspired and effective teams that contribute positively towards 620 
accomplishing organisational objectives. The interplay with intra-team effectiveness revealed 621 
that team motivation levels can be enhanced owing to both manager credibility and team 622 
effectiveness. 623 
  624 
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